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ABSTRACT 
This study explored brand communication and audience engagement metrics for automakers 
selling electrified vehicle models in the U.S. The dataset included all Twitter communication 
from 27 major brand accounts during a one-year period (July 2018 through June 2019). Data 
analysis focused on communication volume, explicit saturation, and discourse clustering around 
key themes and variables. The study found abysmal amounts of EV-category explicit terminology 
for all brands, particularly so for U.S. accounts. Audience engagement was stronger for brands 
that pulled EVs into the lifestyle of their targets, than for brands pushing normative messages 
about environmental concerns.   
 
 
